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the proce s s o f g loba l i zat i on and the importance of the ge-
ographical areas have shifted focus towards the Mediterranean coun-
tries. This focus, without concentrating solely on Europe, has allowed
other sea sharing nations to be collaborating. In terms of the Euro-
Mediterranean (EuroMed) process we see this on multiple levels
(cultural, trade, academic, etc.). In terms of international trade logis-
tics, similar actions are in dire need for development. Looking at the
countries that share the Mediterranean and their logistics capacities,
the research at hand aims to review individual country performances
in terms of logistics income in the Mediterranean region with regard
to recent trends and opportunities. The countries concerned in this
study are Albania, Croatia, Cyprus, Egypt, France, Greece, Israel,
Italy, Malta, Morocco, Slovenia, Spain and Turkey.

i ntroduct ion
Over time, local markets, international markets and between country
relations have become an area of vital importance. Hence, one can
observe the basic importance of international marketing through the
hot world of international markets a being global economy and ‘glob-
alization.’ Internationalization, or what has shifted through the term
globalization, has also been integrated and well established into the
field of marketing itself. To better define a standpoint of looking at
marketing from this point of view, a definition of global and inter-
national marketing is needed. Briefly when we consider the term of
global marketing we see that global marketing is: ‘marketing by a firm
on a worldwide scale.’ On the other hand, when we look at the defi-
nition of international marketing we see that: ‘Marketing is concerned
with developing and managing trade across international boundaries.’
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The clearest point lying between the difference stands within the elab-
oration of the terms. A global marketing approach sometimes conveys
the view that the firm’s marketing is performed in essentially the same
way globally. A company’s global marketing strategy and practice can
be far more complex, and adaptations can be based on global differ-
ences that are clearly within the broad scope of global marketing. On
the other hand, international marketing may involve efforts that span
multiple countries, but where countries do not differ significantly on
a cultural dimension as much as on other characteristics (Dacko 2008,
231, 278). In terms of international marketing and in terms of inter-
national trade logistics, historically the importance of the European
continent and the Mediterranean bordering countries has been vast.
To elaborate on this matter, it can be said that the interdependency of
countries bordering on the Mediterranean Sea and their place in terms
of trade has been of great importance.

Marketing by definition deals with the performance of activities
that seek to accomplish an organization’s objectives by anticipating
customer or client needs and directing a flow of need-satisfying goods
and services from producer to customer or client (Perrault, Cannon,
and McCarthy 2009, 6). From a consumer oriented point of view, the
directing of need-satisfying goods according to consumers is a vital
element of marketing. Apart from being customer oriented, it is a vi-
tal point to focus on the distribution of products and services. In this
sense the vital importance of logistics arises. By definition we can de-
scribe logistics as: the transporting, storing, and handling of goods
in ways that match target customers’ needs with firms’ marketing mix
within individual firms and along a channel of client distribution (Per-
rault, Cannon, and McCarthy 2009, 316). For the Euro-Mediterranean
region distribution of products has also become vitally important. But
one should look at the area/countries at hand within the world in
terms of logistics and in terms of its gains. In this sense, the present
research aims to look at individual country performances in terms of
logistics income in the Mediterranean region, regarding recent trends
and opportunities.

Globalization of international business has contributed to the in-
bound supply movements from domestic markets towards interna-
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tional markets. This observation should be evaluated as an oppor-
tunity to penetrate into alternative market segments in international
markets, while this could be a threat because of the actions taken not
only in domestic markets but also by international sources. Given the
technology it is possible to increase the efficiency of international com-
modity movements which can create an additional profit margin or can
increase market dominance in international markets. This should be
understood as a fact that firm level competitiveness should be com-
plemented by logistics, in order to improve firm level competitiveness
towards a core level competitiveness which could not be easily imi-
tated by rival entities (firm, nation, multinational union). The Euro-
Mediterranean region neighboring European Union markets is facing
rigorous competition from the single market. As Phillip Kotler de-
picts: ‘The European market, increasing competitive pressures and the
continuing drive for greater efficiency have forced distribution service
providers, in the first instance, to focus more heavily on service qual-
ity improvement, or else risk losing out on invitations to bid for new
business. Manufacturers and distribution operators alike have sought
to set up pan-European distribution networks, although with mixed
results’ (Kotler 1999, 932). The current solution seems to depend on
the amount of joint action that could be implemented by member
Euro-Mediterranean countries.

analys i s

The Euro-Mediterranean (EuroMed) countries concerned in this
study are Albania, Croatia, Cyprus, Egypt, France, Greece, Israel, Italy,
Malta, Morocco, Slovenia, Spain and Turkey. All data in the anal-
ysis used are sourced from the International Monetary Fund’s (see
www.imf.org)

When we look at these Euro-Mediterranean countries focused on
this study in terms of imports, we can say that there is a volume of
812494.331 million us dollars in year 1999 and 1647387.62 million us
dollars on 2009 in terms of imports. In the period of 1999–2009, Al-
bania raised its imports from 1154.290 million us dollars to 4548.28
million us dollars. Croatia within the same period raised its total im-
ports from 1626.29 million us dollars to 7980.82 million us dollars.
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Cyprus raised its imports from 3617.980 million us dollars to 7855.13
million us dollars. Egypt raised its import performance from 16022.1
million us dollars to 44946.1 million us dollars. France, as one of the
big performing countries for the Euro-Mediterranean area, raised its
imports from 294178 million us dollars to 554432 million us dollars.
Greece developed its imports from 28719.5 to 59293.4 million us dol-
lars in the same period. Israel, with its 33165.5 million us dollars in the
year 1999, had imports amounting to 49278 million us dollars. Italy
raised its imports from 220323 million us dollars to 413811 million us
dollars. Malta raised its import from 2845.920 million us dollars to
3797.91 million us dollars. Morocco also had a raise in its importing
from 9924.801 million us dollars in the year 1999 to 32776.8 million
us dollars in 2009. Slovenia had a rise in imports from 10082.6 to
23781.4 million us dollars. Spain raised its imports from 144436 to
290774 million us dollars. Lastly, also Turkey had a raise in imports,
its total imports in 1999 being 40226, rising to 140921 million us dol-
lars in 2009.

Looking at the Euro-Mediterranean countries in terms of exports
we can say that there was a volume of 744751.491 million us dol-
lars in year 1999 and 1551598.970 million us dollars in 2009 in terms
of exports. During the period 1999–2009, Albania raised its exports
from 351.118 million us dollars to 10473.8 million us dollars. Croa-
tia within the same period raised its total exports from 4302.5 mil-
lion us dollars to 10473.8 million us dollars. Cyprus raised its ex-
ports from 995.038 million us dollars to 1338.110 million us dollars.
Egypt has raised its export performance from 3559.360 to 23061.900
million us dollars. France is one of the big performing countries for
the Euro-Mediterranean area that raised its exports from 229652 mil-
lion us dollars to 479261 million us dollars. Greece developed its
exports from 10474.1 million us dollars to 19868 million us dollars
between the years 1999–2009. Israel with its 25794.3 million us dol-
lars in the year 1999 raised its exports to 47935 million us dollars in
the year 2009. Italy raised its exports from 2351752 to 406228 million
us dollars. Malta raised its exports from 1983.250 to 2183.810 million
us dollars. Morocco also had a raise in its exporting from 7366.850
million us dollars in the year 1999 to 13680.600 million us dollars in
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2009. Slovenia has a raise in exports from 8545.93 million us dollars
to 13680.600 million us dollars during the 1999–2009 period. Spain
raised its exports from 109964 to 223345.2 million us dollars. Lastly,
also Turkey had a raise in imports, its total exports in 1999 being 26587
had risen to 220848 million us dollars in 2009.

Services sector gains can be defined at hands as the total difference
in terms of credits of services and debits of services of the countries.
Looking at the Euro-Mediterranean countries in terms of these service
gains, we can say that service gains amount to 47350.106 million us
dollars in year 1999 and 90515.678 million us dollars in 2009. During
the 1999–2009 period Albania raised its net service gains from 106.3 to
98.81 million us dollars. Croatia within the same period raised its ser-
vice gains from 1626.29 million us dollars to 7980.82 million us dol-
lars. Cyprus raised its service gains from 2387.34 million us dollars to
8513.785 million us dollars. Egypt raised its service performance from
30422.360 million us dollars to 5813.75 million us dollars. France had
a fall in its service performance from 18.477 million us dollars to
16.058 million us dollars. Greece had developed its service perfor-
mance impressively from 7255.1 million us dollars to 17781.7 million
us dollars between the years 1999–2009. Israel with its 2053.1 million
us dollars in the year 1999 raised its services to 4436.7 million us dol-
lars in the year 2009. Italy drastically reduced its service performance
from 1080.5 million us dollars to –14026 million us dollars. Malta
raised its services from 456.039 million us dollars to 1266.51 million
us dollars. Morocco also had a raise in its services performance from
1112.36 million us dollars in the year 1999 to 5685.11 million us dollars
in 2009. Slovenia also experienced a raise in services from 354.4 million
us dollars to 141968 million us dollars during the 1999–2009 period.
Spain raised its services from 20356 million us dollars to 360111.9 mil-
lion us dollars. Lastly, also Turkey experienced a raise in services from
the 1999’s, rising from 7502 to 220848 million us dollars in 2009.

Competitiveness of nations can be described with the ratio between
imports and exports. (Şimşek, Seymen, and Utkulu 2007, 11). Dur-
ing the 1999–2009 period Albania lost its competitiveness value from
0.30 to 0.23. Croatia within the same period lost its competitiveness
from 0.55 to 0.49. Cyprus also experienced loss in its competitiveness
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value from 0.27 to 0.17. Egypt raised its competitiveness from 0.22 to
0.51. France had a fall in its competitiveness from 1.01 to 0.86. Greece
slightly lost its competitiveness from 0.36 to 0.33 between the years
1999–2009. Israel with its 0.77 in the year 1999 raised its competitive-
ness value to 0.97 in the year 2009. Italy has lost its competitiveness in
terms of exports/imports from 1.06741 to 0.98. Malta experienced a
loss in its competitiveness from 0.69 to 0.57. Morocco also experienced
a loss in its competitiveness from 0.74 to 0.41 during the 1999–2009
year period. Slovenia experienced a raise in its competitiveness value
from 0.84 to 0.93 during the 1999–2009 periods. Spain experienced a
slight loss in its competitiveness value during the 1999–2009 period
from 0.76 to 0.75. Lastly, also Turkey experienced a raise in its com-
petitiveness from 0.66 at 1999 to 0.74 on 2009.

Tourism is known to be one of the biggest industries for all nations
around the world and a big income source for the Euro-Mediterranean
countries. It is attractive not only due to its structure of being a green
industry, but also by being a great contributor to the nation’s wealth.
Over the years, the Mediterranean bordering countries have been a
great attraction and a great area of focus. The most suitable and
clear data on tourist visitors can be found during the 2000–2007 pe-
riod. These numbers reflect impressive results in terms of this study’s
countries of focus which are: Albania, Croatia, Cyprus, Egypt, France,
Greece, Israel, Italy, Malta, Morocco, Slovenia, Spain and Turkey. Dur-
ing the 2000–2007 year period, Albania raised its tourism gains from
108 million us dollars to 159. Croatia within the same period raised
its tourism gains from 1,993 to 9,252 million us dollars. Cyprus also
experienced an increase in its tourism earnings from 1,555 to 1,660 mil-
lion us dollars. Egypt raised its tourism earnings from 1594 to 1555.
France raised its tourism earnings from 15148 to 19065. Greece raised
tourism earnings from 4698 to 12257 million us dollars between the
years 2000–2007. Israel with its 878 million us dollars in the year 2000
dramatically lost its net tourism earnings to –538 million us dollars in
the year 2007. Italy earned net tourism earnings of 10537 to 13390 mil-
lion us dollars. Malta experienced a good raise in its tourism earnings
of 507 to 722 million us dollars during the 2000–2007 year periods.
Morocco experienced gains in its tourism from 1773 to 2337 million
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us dollars during the 2000–2007 year period. Slovenia experienced a
raise in its tourism numbers from 472 to 1181 million us dollars dur-
ing the 2000–2007 period. Spain experienced a grand raise in its net
tourism earnings value during the 2000–2007 period from 24946 to
40654 million us dollars.

The core reason why this study is interested in tourism is that the
balance on services minus the tourism income will provide us with the
net logistic performance of countries, which covers freight, insurance
and other handling costs. Due to this reason a look at the tourism fac-
tor of Euro-Mediterranean nations is a must for this study. The rest of
the analysis explores the logistic performance of Euro-Mediterranean
countries in terms of recent growth performance, comparisons with
export and import performance and in terms of world and region
comparisons.

Initially, we shall be looking at whether the development level of
member countries has a positive correlation with international trade
logistics expenditure data. Findings shown in table 1 reflect the corre-
lation data which are only positive for the majority of the countries at
hand between international trade logistics and per capita income. We
can look at these results as a formal way of being allowed access to
look more in depth at international trade logistics of the countries at
hand.

When we look at these countries we see that the Gross Domestic
Products (gdp) per capita of Euro-Mediterranean countries vary from
each other (table 2). Although the sizes of the nations differ from each
other, based on their economic and population structure these nations
are different from each other with regard to different factors, which is
natural to expect. One can clearly state that there is a relevant increase
in performance for all Euro-Mediterranean countries (figure 1).

We can conclude that gdp level reflects the level of development,
which also coincides with high trade performance, these creating an
opportunity for international trade development.

The following set of data about to be discussed looks at export
growth from 2000–2009 for the selected Euro-Mediterranean coun-
tries (table 3). As expected, export growth is one of the strongest fac-
tors contributing to the international trade logistic growth. The rank-
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ing process simply provides results that Albania’s exports rank at the
top, growing by three times for the given time period, while Malta
shows the slowest growth rate which in fact reflects a decline of 0.02
percent.

Figure 2 reflects how exports have increased among Euro-Mediter-
ranean countries. As seen from the relevant data, high per capita in-
come countries like France, Italy and Spain did not witness high export
growth between 2000 to 2009.

Another source for international trade logistics would be the im-
port data. Examining the table 4 we see that, in the case of imports,
Albania ranks at the top while Malta ranks at the bottom. But we see
that the ranking in between is relatively different, mainly with regard to
Morocco and Croatia. Dominance in international trade logistics does
not hinder countries from arranging transport, insurance and other in-
termediary activities even in the case of imports (figure 3).
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To view the overall performance of Euro-Mediterranean region
with respect to the world in general reflects that export and import
growth for 2000–2009 periods shows the dominance of world exports
and Euro-Mediterranean imports (figure 4). From this observation we
can state that the contribution to international trade logistics could as
well be improved by improving the export performance of the Euro-
Mediterranean region. The foreign trade performance of a country or
country groups makes use of export + import data, which are defined
as trade performance. Looking at the Euro-Mediterranean region, we
see that Albania followed by Turkey, Croatia, and Slovenia convey the
highest international trade growth among Euro-Mediterranean coun-
tries, all showing more than 200 percent trade growth between 2000–
2007. To have an overall comparison we have to state that the average
of the Euro-Mediterranean region shows a 152 percent increase.
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−15
−10
−5
0

5

Tu
rk

ey

G
re

ec
e

Is
ra

el

M
al

ta

Sl
ov

en
ia

A
lb

an
ia

M
or

oc
co

C
ro

at
ia

Eg
yp

t

Sp
ai

n

C
yp

ru
s

Fr
an

ce

It
al

y

f igure 6 Logistic expenditures growth for Euro-Mediterranean countries,
2000–2007, in percent

Turning back to the Euro-Mediterranean region in terms of in-
ternational trade logistics data, the term balance in trade logistics
has been calculated by subtracting net tourism expenditure data from
net services (credit & debit) (i f s 2010). Turning back to the Euro-
Mediterranean region in terms of international trade logistics expen-
diture, we see that Turkey, Greece, Israel, Malta, and Slovenia have
positive balances reflecting an overall international logistics competi-
tiveness. In the table 5 (see p. 29), the logistics expenditures for given
Euro-Mediterranean countries are for the 2000–2007 period. While
categorizing, strong, medium and weak logistic performances based
on this criterion are given for 2007 period; we can also look at over-
all logistic expenditure growth to have an overall view of the Euro-
Mediterranean region trend for the same time period.

i j em s



A Look at Euro-Mediterranean Countries

[33]

Figure 5 reflects positive and negative logistic expenditure balances
for the Euro-Mediterranean region in 2007. Italy, France, Cyprus and
Spain, independent of their export and import levels, seem to have
negative balances for net international trade logistic expenditures.
Countries like Egypt, Croatia, Morocco and Albania seems to have
medium level performance with respect to the total group.

Figure 5 solely looks at 2007, while figure 6 looks at the net in-
ternational trade logistic expenditure growth for Euro-Mediterranean
countries during the 2000 and 2007 period. Egypt, Greece and Italy
seems to outperform in terms of net international logistic expendi-
tures for the 2000–2007 period, while Slovenia, Malta and Croatia
show the least positive performance for the same time period.

Maybe a more intuitive approach should be looking at the net in-
ternational trade logistic expenditures share in Euro-Mediterranean
country performances because of the opportunities born from export
and import activities (international marketing actions). A higher share
reflects larger net international trade logistic expenditures from the
realized external trade.

conclus ion and recommendat ions

Literature on global supply change has shown drastic changes since
1990. While the 1990s witnessed taxation, tariffs and duties issues
shaping up the agenda, the 1990–1995 period focused far more on
shoot-ups and large fluctuations in foreign exchange, which strongly
distorts gains from trade, during the 1996–2000 period were the dis-
cussions concentrated on transfer pricing and exchange rate vulnera-
bility. The recent decade focuses on network and collaboration issues
related to global supply change which is complemented by relevant
technologies (Meixell and Gargeya 2005, 537). Looking at the classi-
cal study by Otto Andersen, international marketing in the field of
logistics needs a far more critical view in testing models, which has
significantly improved during the last decade (Andersen 1993, 227).

The observations above simply show us that the Euro-Mediterrane-
an region is not exhausting international trade logistic opportunities
within its geography (figure 7), given the post 2000 performance (ta-
ble 6, see p. 30). Especially figure 8 shows that there is a positive
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trend towards logistics expenditures. As a part of the total obtained,
one can understand that the international trade is at its limits. It
would be wise at this point to assess the policy implications of such
an opportunity in two different dimensions as recommendations. One
component covers joint efforts that have to be implemented which will
improve the performance. The second group of implications should be
thought of as an extension of additional marketing efforts to improve
firm level performance which will contribute to the overall regional
performance. Especially at this point a customer orientation towards
international trade logistics is a curiosity point. But one should not
neglect the fact that country level collaborations still have to be ini-
tiated and adopted at a firm level or at an associations level. There
seems to be a lack of overall strategic marketing orientation at a gov-
ernment level and at a firm level. Scale, scope and network alliances
at an international multi-country level would create cost efficiency
and organizational advantages which will contribute to international
trade logistics. In the long term these actions can reflect positive
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and mutually beneficial results for the Euro-Mediterranean region.
If we would like to summarize actions to be taken by Euro-

Mediterranean countries, the first step should be towards pin – point-
ing areas of collaboration which should come out of a consensus
achieved by joint efforts. This means that the political agenda is
far more important than are the technical dimensions of collabo-
ration, given the environment. These efforts should cover interna-
tional trade agreements with a special emphasis on international trade
logistics. Shortening the delivery and customs processes will allow
Euro-Mediterranean countries to improve business relations which
will create new areas of collaboration. With the world becoming
more and more global, turning into a global village, the rise of the
internet is also being established within the logistics and market-
ing world. The restructuring of intermediaries within national and
international channels is raising topics of discussion. Through the
Euro-Mediterranean process and its structural disintermediation and
reintermediation according to Euro-Mediterranean country needs, the
restructuring should be revisited. To improve the current environment
towards logistics, Euro-Mediterranean countries should look at the
requirements of each partnering country to prioritize joint actions
which will improve cost sharing and other business opportunities.

One should not neglect the fact that beyond collaboration, inter-
national trade logistics is an area where firm level competitiveness is as
important as the legal setting that is supporting it. From the multina-
tional union point of view, collaboration importance is direly needed
to raise a higher level of collaboration and international customer sat-
isfaction. The new trend of today’s highly competitive markets has
been geared towards supply chain and customer service (Coyle, Bardi,
and Langley 2003). Such importance is direly needed in terms of the
Euro-Mediterranean region to be competitive for the future of the
Euro-Mediterranean region. As in most business activities, specific and
strategic actions could only be successful by contributing to the over-
all infrastructure that is needed for business success. Porter suggests
that, for international success with the modest goal of prosperity, this
requires focusing on topics like: factors (resources, education, and in-
frastructure), demand conditions, related and supporting industries,
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company strategy/structure and competition (Porter 1990). From a
micromarketing perspective, there should be common efforts which
will improve the firm business level success which could be shared
among Euro-Mediterranean enterprises. This simply means that basic
level firm efforts should complement governmental policies to make
the Euro-Mediterranean region an attraction point for international
trade logistics. In a very basic definition products are also responsible
for the success of business performance. For this reason the success of
international (global) marketing conduct can rely on such factors as
defined by Waters (Waters 2003, 337).

Encouraging local, rather than international, suppliers are products
that:

• Have relatively low value, or value density;
• Deteriorate or have short shelf life;
• Are sensitive to cultural and other difference;
• Have little differentiation between competitors, or brand loy-

alty;
• Need high customer contact or personal service;
• Have less emphasis on cost;
• Give limited economies of scale in production;
• Generate social or political pressures to produce locally;
• Have uneven development of markets.

We have started with the goal of assessing the international trade
logistics environment within the Euro-Mediterranean region. Initially
looking at export and import performance of the region, we see a
positive trend which could be evaluated as an opportunity for the in-
ternational trade logistics market. Secondly, we have calculated inter-
national trade logistics data of the relevant Euro-Mediterranean coun-
tries by eliminating tourism income from net ‘balance of goods and
services.’ As a third step, we have looked at the share of international
trade logistics expenditures as a part of international trade showing
the level of opportunity exhausted. Analysis has been extended to-
wards looking at overall trends in trade logistics expenditures, coun-
try level performances (trade logistics), which explains that the posi-
tive trend is continuing during the last decade, while there are several
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Euro-Mediterranean members who are at very preliminary stages. The
last phase has developed regional collaborations that could be imple-
mented, while at the same time emphasizing sector or firm level pre-
cautions that could be taken. In an era when direct and e-trade growth
is foreseen, the Euro-Mediterranean region deserves the right to take
its appropriate share from these developments.

For future research, it is recommended to look at country percep-
tions based on business orientations and value as a brand within the
Euro-Mediterranean region. Distribution and overall brand awareness
of countries can be a primary step in engaging and encouraging inter-
national trade logistics. Such measurements will require more collab-
oration, detailed data to interpret and better understand the possibili-
ties and opportunities to improve international trade logistic relations
between Euro-Mediterranean countries.
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